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Abstract: This research aims to confirm the compo-

panded for business purposes such as communicating

nents of relationship quality of social network. The

with customer, sharing creative perspectives to get

online survey was conducted with Thai Facebook

feedback related to price, products, and customers,

users. The result confirms that the components of

and promoting public relations for a good relationship

relationship quality of social network consist of trust

between organizations and their customers.

in social network service providers, trust in social

Relationship quality among social network users

network users, commitment, conflict reduction, and

may be created through trust and satisfaction of those

satisfaction of social network usage.

social network users.
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relationship quality is a concept for success factors of

Prior studies indicated that

the organizations (Palmatier et al., 2006; Williams,

1. Introduction

1998; Zhang et al., 2011).

Social network allows individuals to create their pro-

that the relationship quality is comprised of not only

files and the name list of their acquaintances, and to

trust and satisfaction but also the commitment which

establish their connections with their friends and their

indicated relationships of the two parties.

friends of friends. The popularity of Social network

either buyer and seller, or service provider relation-

usage is widespread dramatically and expands to the

ships, or person to person relationships. Past studies

development of their features. It enables social net-

used relationship quality approach to determine the

work users to create the web page and information

intention to repurchase, or loyalty to the service pro-

integrating various media such as texts, graphs, art-

viders.

Williams (1998) stated

It can be

works, voices, animations, and videos in their own

In the social network context, there are both pos-

space. Some social network systems can also search

itive and negative aspects for the development of re-

virtual groups based on common interests, add, or

lationship quality.

delete the links connected to other users.

tionship quality through trust, commitment, and sa-

Social network is one of the channels to share

The first aspect is creating rela-

tisfaction of social network usage.

The second as-

information, ask for help, or send information during

pect is conflict reduction of social network usage.

the critical circumstances, which lead to relationship

This article aims to report the perspectives of social

creation among people worldwide. Currently, social

network users about the relationship quality and the

network sites grow.

There are also new social net-

components of relationship quality of Facebook, the

work sites, which create the wider spread of social

most popular social network site in the world and in

network rapidly. In 2011, there are 11,916,420 face-

Thailand.

book users out of 18.1 million Thai internet users
(Facebook, 2011).
Moreover, Social network is developed and ex
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2. Literatures Review
Prior studies related to relationship quality found that
there were different components reflected to relationship quality. For example, Dwyer et al. (1987)
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explained that good relationship quality needs high

between service quality and relationship quality by

levels of satisfaction and trust (Dwyer et al., 1987).

analyzing and studying the concepts of the above re-

Williams (1998) determined relationship quality using

searchers to find the components of relationship qual-

satisfaction, trust and commitment. Crosby et al.

ity between service providers and customers in ser-

(1990) studied two dimensions of relationship quality
which were trust and satisfaction. Findings from
Morgan and Hunt (1994) showed that trust and commitment were key success factors for marketing that
can build customer loyalty.
Roberts et al. (2003) studied the relationships

vice industries.

They found that there were 5 com-

ponents as follows: trust in terms of integrity, trust in
terms of benevolence, commitment, affective conflict,
and satisfaction.

Table 1 represents the examples of

the past research about components of relationship
quality.

Table 1: Examples of the past research about components of relationship quality
Researchers
Component
Dwyer et al. (1987)
Satisfaction, Trust, and Opportunism
Crosby et al. (1990)
Trust and Satisfaction
Williams (1998)
Satisfaction, Trust, and Commitment
Roberts et al. (2003)
Trust in terms of Integrity, Trust in terms of Benevolence, Commitment, Affective Conflict, and Satisfaction
Sanchez-Franco et al. (2009)
Trust and satisfaction influence to commitment
Cater and Cater (2010)
Trust, Positive Commitment, Negative Commitment
Zhang et al. (2011)
Trust and Satisfaction
Trust is one component of marketing relation-

components of social network is about the trust com-

ship creation. Trust in relationship will occur when a

ponent.

person is ensured by the reliability, the benevolence,

fulfilled by the service providers. The trust compo-

and the integrity of the other party.

Trust in the or-

nent can be considered from the integrity and reliabil-

ganization that sell products or services will occur

ity of the service providers or the partner who is

when customers or users gain good experiences and

going to respond.

good attitudes to maintain the relationship with that

and concerned about their happiness, as well as will

specific organization (Morgan and Hunt, 1994; Foster

be given reasonable benefits even there was no

and Cadogan, 2000). Further, trust plays an impor-

agreement. This research covers both trust in Face-

tant role for information technology readiness.

The

book service providers and trust in Facebook users

capability to manage reliable systems, good service,

(Carter and Carter, 2011; Gounaris, 2005; Moorman

and honesty to users helped to create trust in elec-

et al.,1992)

tronics service providers (Gefen et al., 2003; Rotchanakitumnuai and Speece, 2009).

It is the users’ needs to be responded and

The users will be taking care of

Commitment is the need to maintain the valua-

This research aims

ble relationship. Commitment has several dimensions,

to study about relationship quality development of

including the emotional/affective commitment which

Facebook.

comes from the familiarity.

There are 2 types of interactions, which

This commitment may

are the interactions between social network service

be unreasonable (Gilliland and Bello, 2002; Gounaris,

providers and social network users; and, between us-

2005).

ers and users or communities in social network.

al/affective commitment was a positive commitment

The

scope of this research about relationship quality

Many researchers found that the emotion-

(de Ruyter et al., 1996; Gounaris, 2005).

The other
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dimension of commitment was the calculative com-

be satisfied (Forenell, 1992; Giese and Cote, 2000;

mitment or the negative commitment, which needed

Zhang et. al., 2011).

reasonable conditions (Farelly and Quester, 2005;

cur before receiving the service.

Cater and Cater, 2010)

actual service usage.

Satisfaction is the overall feeling evaluation

Customer satisfaction can ocThis will lead to

Besides, satisfaction after us-

ing the service may lead the appreciation to repur-

from which the customers use and their experiences

chase.

from the services.

Satisfaction will be compared

services, including conflict from unfriendly interac-

from the service experiences and the service expecta-

tion, grievance, and antagonism which are threats for

tion.

If the individual receives something that are

relationship quality development (Roberts et al.,

not sufficient or lower than his/her expectation, that

2003). Good relationship will occur if there is conflict

individual will be dissatisfied.

reduction among service users.

If the service is sim-

It is also important to reduce conflict from

ilar to what the individual hopes, that individual will
Table 2 : Respondents profile
Gender
Female
Male
Age
Below 25
25 – 30
Above 30 – 40
Above 40 – 50
Above 50- 60
Above 60
Education
Below bachelor
Bachelor
Master
PHD
Occupations
Students/ no work
Private sector employee
Government sector employee
State own enterprise employee
Non governmental organization’s employee
Self employment/ entrepreneur
Housewife/ no salary
Retirement from government agencies or other
organizations
Average of Facebook usage per week: 17 hours/ week

3. Research Methodology
Online questionnaire was developed by

Google Documents.

Pre-testing had been done be-

fore conducting the online survey.

%

205
97

67%
32%

95
88
67
27
19
6

31%
29%
22%
9%
6%
2%

48
151
89
14

16%
50%
29%
5%

86
112
38
5
12
38
7
4

28%
37%
13%
2%
4%
13%
2%
1%

naire was separated into 2 parts.

The online survey was conducted in this research.

N.

The question-

The first part was

the questions to measure the variables of the components of relationship quality in this research.
5-level rating scales were used.

The

Level 1 meant

“strongly disagree” while Level 5 meant “strongly
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The second part was questions about gener-

al information of the respondents.

The variable with the lowest

mean score were trust in the Facebook service pro-

Samples of this research were Facebook users
because the empirically statistical data illustrated that
Facebook was the most popular social network site in
Thailand.

tween 3.74–2.94.

Compared with other social networks,

Facebook users were a high proportion. Convenient
Sampling was used by sending emails to samples via
the online survey URL that was created by Google
Documents. The online survey URL created by
Google Documents was also sent to Thai popular

viders that they have reliable safety systems (mean
scores = 2.94).
Another component of trust was trust in social
network users.

The mean scores of this component

were between 2.52 – 3.11.

The only 1 variable with

the mean score greater than 3 was Facebook social
network users are benevolent (mean scores = 3.11).
Variables with mean scores lower than 3 were Face-

websites, such as pantip.com and thaiticketmajor.com

book social network users always have ability to

asking for their cooperation to promote their users to

solve other people’s problems (mean scores =2.69);

answer the questionnaire.

Facebook social network users are trustable (mean

Data collection period

was approximately 2 months.

Respondent back-

scores = 2.60); and Facebook social network users
provide true information (mean scores = 2.52).

grounds were presented in Table 2.

The greatest mean score in the satisfaction

4. Analysis of Data

component was the satisfaction when using Facebook

Program LISREL 8.5 was used for analyzing the con-

social network. It had a high level of mean scores

firmatory factor analysis in this research. This was to

(mean scores = 3.83). Liking to use Facebook so-

confirm that how much each exogenous variable was a

cial network had mean scores of 3.80.

good component to explain the relationship quality
components of Facebook.

The greatest mean score in the commitment
component was enjoyment when communicating with

The confirmatory factor analysis of the exogen-

users in Facebook social network (mean scores =

ous variables in the relationship quality components

3.74), feeling that communicating with users in Fa-

found that all exogenous variables have their loadings

cebook social network can do something you are sa-

greater than 0.5 (Table 3).

Furthermore, all compo-

tisfied with (mean scores = 3.26), commitment to

nents have their average variance extracted (AVE)

maintain the relationship with users in Facebook so-

greater than 0.5.

cial network (mean scores = 3.20) and commitment

It showed that overall the mea-

surement has the Discriminant Validity.

In other

words, each exogenous variable of each component
can explain the details of that specific component.

to communicate with users in Facebook social network (mean scores = 3.09).
The mean scores of the component of conflict

In addition, the Composite Reliability was also great-

were between 3.20-3.89.

er than 0.8, which represented the reliability of the

greatest mean scores was happiness to contact with

measurement in each component.

users in Facebook social network (mean scores =

Results from Table 3 presented that the mean

3.89).

The variable with the

The second greatest mean scores was always

scores of the exogenous variable in the component of

no conflict with users in Facebook social network

trust in social network service providers were be-

(mean scores = 3.87); and not serious to contact with
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users in Facebook social network (mean scores =

3.20).

Table 3: Confirmatory factors of relationship quality enhancement through social network
Average
Factor
Composite
Exogenous variable
Mean
Variance
Loading
Reliability
Extracted
0.53
0.82
Factor 1: Trust in social network service providers
- You trust in the Facebook social network service pro2.94
0.68
viders that they have reliable safety system
- You trust in the Facebook social network service pro3.75
0.75
viders that they can develop useful applications for users
- You trust in the Facebook social network service providers that they are honest to comply with the agreements 3.23
0.86
that they have made with users.
- You trust in the Facebook social network service pro3.42
0.59
viders that they can provide quality service consistently
0.61
0.86
Factor 2: trust in social network users
- Facebook social network users provide true information 2.25
0.69
- Facebook social network users are trustable
2.60
0.99
- Facebook social network users are benevolent
3.11
0.70
- Facebook social network users always have ability to
2.69
0.71
solve other people’s problems
0.72
0.91
Factor 3: Satisfaction
- You like to use Facebook social network
3.80
0.86
- You are appreciated to contact with users via Facebook
3.51
0.78
social network
- You are satisfied using Facebook social network
3.83
0.86
0.51
0.80
Factor 4: Commitment
- You are committed to communicate with users in Face3.09
0.88
book social network
- You enjoy communicating with users in Facebook social
3.74
0.59
network
- You feel that communicating with users in Facebook
3.26
0.57
social network can do something you are satisfied with
- You are committed to maintain the relationship with
3.20
0.76
users in Facebook social network
0.63
0.87
Factor 5: Non conflict
- You are not serious to contact with users in Facebook
3.20
0.84
social network
- You are happy to contact with users in Facebook social
3.89
0.88
network
- You don’t have any conflicts with users in Facebook
3.87
0.56
social network

5. Conclusion

consists of trust in Facebook social network service

According to the confirmatory factor analysis, this

providers and trust in social network users. Trust in

research provides academic contribution in terms of

service providers consists of trust in the Facebook

the details about relationship quality component of

social network service providers that they have relia-

social network. Trust is one component of relation-

ble safety system, trust in their abilities to develop

ship quality component of social network.

useful applications for users, trust in their honest to

Trust
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comply with the agreements that they have made with

work and to develop their services to enhance conti-

users, and consistent quality service provision. Trust

nual relationship quality in long term.

in social network users comes from the trust that Fa-

search can be expanded to the effects of relationship

cebook social network users provide true information,

quality components on business value creation or the

Facebook social network users are trustable and be-

effects of relationship quality components on valua-

nevolent, as well as the ability to solve other people’s

ble knowledge sharing to the society.

Future re-

problems.
Satisfaction is another important component for
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